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COURSE-SPECIFIC INFORMATION 

 

1 STAFF CONTACT DETAILS 

 
Lecturer-in-charge: Professor Adrian Payne 
Office: Quadrangle Building, 3rd Floor, Room 3048  
Phone No: 9385 3390 
Email: a.payne@unsw.edu.au 
Consultation Times: by appointment via email 
 
Contact outside of class times: 
If you have any questions about the course, please email me at the address above. 
I will endeavour to respond to enquiries promptly. However, keep in mind I may be 
teaching other classes or working on research projects when you make an enquiry, 
and therefore there may be a delay in getting back to you. Please note that email 
correspondence will be dealt with periodically – once every couple of days, not 24/7 
  
 

2 COURSE DETAILS 

2.1 Teaching Times and Locations 

Lectures start in Week 1 (to Week 13): The Time and Location are: 
 
Lectures start on Tuesday 25 July and finish on Tuesday, 24 October 2017.  
Please note there is no class on Tuesday 5 September 2017. 
 
The Time and Location are: Evenings 6.00 – 9.00 pm – see Course Schedule, page 9. 
 
Venue: UNSW Business School 232 

2.2 Units of Credit 

The course is worth 6 units of credit. 
There is no parallel teaching in this course.  
 

2.3 Summary of Course  

The course develops the perspective of strategic marketing from a value-driven 
perspective and considers how the assets of the organisation can be used to create 
and deliver value to customers and shareholders.  The course focuses on the role of 
strategic marketing and the means whereby high level strategy can be implemented in 
practice by means of strategic marketing planning.   
 
This course adopts a seminar-style approach where we explore a series of topical 
strategic marketing issues.  In each class session we will focus on topics of importance 
to the successful implementation of complex marketing strategies. Such topics will be 
chosen from areas such as: organisational strategy; value co-creation, defensive 
strategies; competitive and strategies at the level of the business unit; portfolio 
analysis, diversification and differentiation; and social, ethical, technological and 
cultural issues as they impact on marketing performance. 
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2.4 Course Aims and Relationship to Other Courses 

Course Aims 
This course aims to provide students with a framework for understanding and analysing 
marketing strategies in diverse organisational types which encounter different and 
changing marketing environments.  The objectives are to build student understanding 
and analytical capabilities in the context of advanced market-driven strategy. 
 

Students should note: 

• In order to allow optimal opportunity for guided discussion and interaction 
significant student preparation is required in advance of each classroom 
session and you are advised to make appropriate allowance for this in your 
personal timetable.   

• When in class, you are encouraged and expected to comment on the topic under 
discussion.  Those students with marketing and relevant business experience 
are particularly encouraged to share their learning with the class.  Students 
and/or teams may be asked to make informal or formal presentations.   

• There is an important case study element within the course. Learning is 
enhanced by attention to the case questions assigned in preparation and by 
participation in class.  In addition, as part of the assessment process, teams will 
prepare a "Strategic Marketing Success" assignment and presentations and 
these presentations will be made at the end of the course to enhance student 
learning. 

 
Relationship of this course to other course offerings 
This is an advanced course that integrates knowledge of market and competitor 
analysis with strategic business considerations, to achieve superior performance in 
sales growth, market share and profit contribution. This course will look at different 
industry contexts and strategic aspects of marketing and will also examine some topics 
previously discussed on the Master of Marketing programme in greater detail.  
 
This course is not available to students who have studied MARK6105 Relationship 
Marketing and Customer Relationship Management without special permission.  

2.5 Student Learning Outcomes  

At the completion of the course, students will be able to better identify and evaluate the 
strategic choices confronting organisations in developing advanced marketing strategy. 
Students will be able to  

1. Undertake the situation analysis underpinning the design of marketing strategies 
and their translation into marketing programmes. 

2. Use a series of marketing analytical tools collectively and in a more integrated 
manner to analyse real-world marketing issues. 

3. Better understand the complexities of developing Strategic Marketing Plans and the 
pitfalls and practical difficulties companies often experienced in trying to develop 
such plans. 

4. Evaluate and develop co-creation strategies 

5. Understand key elements in developing a personal marketing strategy 

6. Understanding the strategic importance of focusing on organisational climate and 
culture for companies who wish to gain a competitive advantage in the market-
place.  
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The Course Learning Outcomes are what you should be able to DO by the end of this 
course if you participate fully in learning activities and successfully complete the 
assessment items.  

The Learning Outcomes in this course also help you to achieve some of the overall 
Program Learning Goals and Outcomes for all postgraduate coursework students in the 
Business School. Program Learning Goals are what we want you to BE or HAVE by the 
time you successfully complete your degree (e.g. ‘be an effective team player’). You 
demonstrate this by achieving specific Program Learning Outcomes - what you are able 
to DO by the end of your degree (e.g. ‘participate collaboratively and responsibly in 
teams’).  

For more information on Program Learning Goals and Outcomes, see the School’s 
Course Outlines Policies webpage available at 
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies 
The following table shows how your Course Learning Outcomes relate to the overall 
Program Learning Goals and Outcomes, and indicates where these are assessed (they 
may also be developed in tutorials and other activities): 
 

Program Learning Goals 
and Outcomes 

Course Learning Outcomes 

(see listing above) 

Course Assessment Item 

This course helps you to 
achieve the following 
learning goals for all 
Business postgraduate 
coursework students: 

On successful completion of 
the course, you should be able 
to: 

This learning outcome will be 
assessed in the following items: 

1 Knowledge Learning outcomes 1- 6 • Individual Assignment 

• As part of individual 
reflection and participation 
mark 

• Exam 

• Group Assignment 

2 Critical thinking and 
problem solving 

Learning outcomes 1-6 • Individual Assignment 

• As part of individual 
reflection and participation 
mark 

• Exam 

• Group assignment 

3a Written 
communication 

Construct written work which is 
logically and professionally 
presented. 

• Individual Assignment 

• Group Assignment, but not 
assessed individually 

3b Oral communication Communicate ideas in a 
succinct and clear manner. 

• Part of participation mark, 
but not separately assessed. 

4 Teamwork  Work collaboratively to 
complete a task. 

• Not specifically assessed in 
this course, but implicit in 
Group Assignment 

5a. Ethical, social and 
environmental 
responsibility 

Not specifically addressed in 
this course. However, ethical 
issues relating to adopting a 
marketing strategy will be 
considered 

• Not specifically assessed in 
this course 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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5b. Social and cultural 
awareness 

Addressed in context of case 
studies and class discussions 

• Not specifically assessed in 
this course 

3 LEARNING AND TEACHING ACTIVITIES 

3.1 Approach to Learning and Teaching in the Course 

This course will utilise a range of learning and teaching approaches including lectures, 
case studies, reading material and video material.  The experience of both students 
and teaching staff will be utilised to explore advanced marketing strategy in a range of 
industry settings.  Active student participation and preparation to the classes will form 
an important element of the course. 

 
Advanced Marketing Strategy is a course that is ideally taken towards the end of the 
Master of Marketing degree.  However, it is recognized, because of timetabling, this may 
not be possible. 
 
The approach to learning and teaching on the subject is to view each class session as 
a seminar in which topics not covered elsewhere on the Master of Marketing degree 
examined, or if they are taught on another subject, they are examined in more depth in 
this one. These ‘seminars’ will be interactive and will require for preparation and 
participation throughout the course. 
 
A key feature of this course will be learning from best-practice companies, so studies 
will form an important part of this course. We will be examining some of the best 
companies on the planet and how they approach their marketing strategy. (Will also 
explore some companies who will not so good at marketing, as we can learn from poor 
practices as well as best practice!)  
 
A major component of the course will be a team-based "Co-creating Strategic Marketing 
Success" assignment.  The course will culminate in a presentation based on your "Co-
creating Strategic Marketing Success" company to your fellow students. Thus you will 
learn from your fellow students’ teams as well as your own team.  This assignment forms 

3.2 Learning Activities and Teaching Strategies 

This course will primarily utilise a lecture /discussion approach supplemented by 
selected case studies. Importantly it will draw upon the experience of both students and 
lecturer, via classroom discussion, to provide relevance via real world examples of 
concepts and models.   
 
In our lecture/discussions, I will place special emphasis on: 

• learning from case studies of leading global organisations who are highly 
regarded in terms of their best-in-class marketing practices 

• ulilising selected video material to highlight cultural aspects of company’s 
marketing strategies 

 
Students will form groups or learning teams to explore, and formally develop report on, 
an exemplar company or organisation that has created demonstrable marketing 
success. 
 

Computers and mobile devices are not allowed to be used in class (unless the 
instructor indicates otherwise) – surfing and texting emerges as an inevitable 
and regrettable result, and is highly distracting for everyone. 
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4 ASSESSMENT 

4.1 Formal Requirements 

 
In order to pass this course, you must: 

• achieve a composite mark of at least 50; 

• make a satisfactory attempt at all assessment tasks (see below); 

• Attend 80% of lectures 

4.2 Assessment Details 

 
  

Assessment 
Task 

Weighting Learning 
Outcomes 
assessed 

Business 
School 
Graduate 
Attributes 
assessed 

Length Due Date 

1.Individual 
Assignment: 
Extended 
SWOT 
Analysis  

15% 1,4 3, 6 Approx. 1000 
words 

 
21 August 
2017, 5 pm 

2. Group 
Assignment: S 
trategic 
Marketing 
Success 
Report  

30% 1,2,3,4,5 1,2,3,6 2,500 words + 
accompanying 
slides 

 
17 October 
2017, 5 pm 

3. Reflection & 
Participation 

15% 1,2,3,4,5 1,2,3,4,5,6 3 page 
summary. 
double spaced, 
in 10 point font 
size 

Ongoing: 
Summary due 
27 October 
2017, 5 pm 

3. Final Exam 40% 1,2,3,4 1,2,4,6 12 -15 pages in 
length, double 
spaced, in 10 
point font size. 

Take home 
case study 
exam: to be 
issued on 24 
October 2017: 
Submission 
due 3 
November 
2017 at 5 PM 
 

 
Please note:  
 

1. The assignment will be marked within two weeks of submission date.   

2. Exam marks for the take home exam will be sent to you by the University 
Administration after they have been approved by the Head of School. As per 
university rules, they cannot be advised by the lecturer.  

3. The take home exam is an exam, not an assignment, so there will not be a 
comments sheet on this exam submission. 
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Assessment Components: 
 
1. Individual Assignment: Extended SWOT Analysis (15%) 
Your task is to undertake a detailed ‘Extended SWOT Analysis’ together with detailed 
recommendations on the Multi-Electronique case study which will be available in Moodle by the 
start of classes and will be discussed in class on Tuesday, 8 August 2017. A template for 
undertaking the Extended SWOT Analysis will be provided in class on Tuesday, 1 August 2017. 
 
The purpose of this assignment is to develop your skills in undertaking a key step of the 
strategic marketing planning process. Your assignment will be assessed according to the 
following allocation of marks: 

• Detailed Extended SWOT Analysis -10 marks 

• Your recommendations based on your detailed Extended SWOT Analysis. Your  
recommendations must be directly based on your detailed Extended SWOT Analysis (not 
just on what is discussed in class) - 5 marks 

 
Due: 21 August 2017, 5 pm. Submit through (1) emailed copy to Adrian Payne; and (2) 
submission through Turn It in on Moodle 

 
2. Group Assignment: Strategic Marketing Success (SMS) Report (30%) 
A key feature of the Advances Marketing Strategy course is a learning team group assignment 
and presentation on a “Strategic Marketing Success”.  Each team should consist of no more 
than four students. The purpose of this assignment is to apply the learning from this course to 
evaluate the success of an advanced marketing strategy in a large company. 
 
You should choose a large national or international company that has achieved demonstrable 
market place success through developing and implementing an effective advanced marketing 
strategy.  The quantified criteria for what constitutes a “success” need to be identified by your 
team and these should be made very explicit in your report and presentation – this will form a 
very important element of both your report and presentation. You should identify and research 
your company primarily through published and on-line sources, rather than being reliant on 
making contact with the company to obtain information. 
 
You should have decided which company you wish to focus on by the class by Tuesday, 8 
August 2017 and must register your intention with Adrian Payne by email by that date.  The first 
group to register will stake their claim. You must also have a back-up company in the event 
another team gets in first or you experience difficulties in secondary data collection. Registration 
will involve each team/group submitting  
 
1. The name of your SMS company and your backup company, and  
2. The name, email address, phone nos. and student number of each member. 
 
A team mark will be awarded for the assignment which is worth 30% of your final mark so a 
substantial effort is expected from this assignment.  Your written report should be a maximum of 
2,500 words plus up to 15 accompanying slides or exhibits.   
 
The team written assignment and accompanying slides for the class presentation are to be 
submitted to Adrian Payne as follows: 
 
1. Printed copy of the assignment and accompanying slides for the class presentation to 

be handed to Adrian Payne at the start of the class session at 6.00 pm on 17 October 
2017. 

2. Electronic version of assignment report to be submitted through TurnItin on Moodle by 5 
PM on Tuesday, 17 October 2017. 
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3. Electronic version of assignment and slides to be emailed by 5 PM on Tuesday, 17 
October 2017. 
 

 
Each team will be allocated 20 minutes to make a powerpoint presentation to the class on 
Tuesday, 24 October 2017 (see timetable), followed by a brief general class discussion and 
questions.  Please note that it is your written report that will be marked and evaluated, not 
your presentation. However, any clarification, during your presentation, of points in your report 
may influence the marking of the report. 
 
Use all your presentation skills to maximum impact.  It is not necessary for all group members to 
present.  You may make a better presentation with just 2 students presenting as this may be 
easier to coordinate, but this issue is up to your group. Use any visual aids you wish to, 
including videos, but remember that you are responsible for making the arrangements and 
setting-up times may be limited so get to the class room in time to load your powerpoint 
presentation.   
 
For this group assignment, I expect all students to contribute roughly equally. Please notify me 
immediately of any problems with people not pulling their weight. I reserve the right to use Peer 
Assessment if I have written representation from group members about any member not 
contributing satisfactorily. You must make me aware of any group problems early in the 
group assignment process, not at the end of the course! 
 
Each member of the team must have with them both written and electronic versions of both the 
report and the powerpoint presentation for the class on 16 June 2008 and be prepared to 
present, if necessary. This will ensure that presentations will be made by all teams, in the event 
of sickness or non-attendance by one or more group member(s). You will present as though you 
are presenting to the company’s Board of Directors – one group not presenting will be asked to 
providing a commentary and ask questions on your group presentation. 
 
Please take the SMS seriously – so it is an instructive learning opportunity for all class 
members.  Particular attention should be paid to the content, e.g. coherence of the “story”, 
application of advanced strategic marketing concepts, depth of understanding and analytical 
rigour.   
 
Paper copies of your presentation slides (6 per page) should be handed out to all members of 
the class at the start of your presentation.  No more than 15 substantive slides are acceptable.  
 
A team mark will be awarded for a written report which is worth 30 percent of your final mark in 
this course.  The following criteria will be used to evaluate the written assignment 
1. Definition of success criteria - 30% 
2. Use of data (qualitative and quantitative) to demonstrate achievement of success 20% 
3. Critical analysis of evidence for SMS 20% 
4. Creativity in your presenting evidence of strategic marketing success - 10% 
5. Effective communication of SMS (clarity and style) -20% 
 
All assignments must be accompanied by an Assessment Cover Sheet. If you have any queries, 
please raise them with Adrian Payne well in advance of the presentation.  
 
Note: It is your responsibility to keep written copies of your assignment(s). 
  

3. Reflection and participation  (15%) 
The purpose of this assessment is to reflect on what you have learnt from all the course content 
and to review your participation and involvement in class sessions and assignments. Active 
reflection and participation is an important component of this course. All students are expected 
to take the initiative to participate in class discussions. A critical component of the skills of both 
post-graduate students and effective managers is their ability to reflect and synthesise 
information over time.  Therefore this element of assessment is designed to assess your ability 
to not only discuss issues intelligently and contribute to class discussion, but to reflect on the 
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nature of class discussions and activities, the insights gained from undertaking readings and 
from observation of relevant marketing issues that emerge in the popular or business media. 
This will also include your ability to discuss intelligently and contribute to class discussion of 
case studies, designated readings and questions from the course lecturer. 
 
Each student must submit a brief 3 page memo to the course lecturer by email detailing 
both your reflections and learning from the course and your individual class participation 
in the course (i.e. the contribution to the discussion and case studies, not just being 
there! Summary due by email on 27 October 2017, 5 pm 
 
Part of your participation involves you bringing and using a name card in every session, 
attending all classes and being punctual. If you cannot attend a class please notify me by 
email in advance. Name cards are important in getting to know each other and for guest 
speakers on the course. In the event you do not have your usual name card with you for 
a particular class, please make up a temporary one for that class 
 
4, Final Exam (40%) 
The purpose of this assessment if you to apply your learning on the course to evaluate the 
marketing strategy of the company in the case study. This final exam will be a take home exam, 
based on a case study, which will be available on 24 October 2017. It is due at the latest on 3 
November 2017 at 5 PM. Marking criteria will be advised on the take home case study 
examination the paper.  
 
Your exam must be submitted through Turnitin and an emailed electronic copy to me as well.  
If you prefer to hand in a printed copy as well, that is fine. This may be deposited by hand in 
Essay Box No 1 on third floor of Quadrangle Building, South Wing, University of NSW. (This is 
located on left hand side of the lift opposite the School of Marketing main office.) 
 
All exams are conducted in accordance with the UNSW Rules for the Conduct of Examinations 
and it is the student’s responsibility to be familiar with these rules. For more information, refer to 
the Master of Marketing Student Information Guide or the UNSW examination website at: 
http://www.studentadmin.unsw.edu.au/acadetniclife/assessment/’examinations/examinationj’ule
s.shtml .  Any review of assessment will be conducted in accordance with the School’s 
assessment policies that can be found on the School website. 

 

4.3 Assignment Submission Procedure 

Assignments will generally be marked and be made available for student collection two weeks 
after the due date.  

Marks for group assignments that are due after the completion of the course will be emailed to 
student groups. 

 

Master of Marketing Grade and Mark ranges 
 

The progressive assessment during the session (either by assignments, participation and/or a 
mid-session examination), grades will be provided to students in a form of a letter grade (not as 
a mark) as follows.  
 

Grade Mark Explanation 

A 75 - 100 A superior to outstanding performance 

B 60 - 74 A good performance  

C 50 - 59 An acceptable level of performance 

Fail 0–49 Performance below minimum level of competence 

 

http://www.studentadmin.unsw.edu.au/acadetniclife/assessment/'examinations/examinationj'ules.shtml
http://www.studentadmin.unsw.edu.au/acadetniclife/assessment/'examinations/examinationj'ules.shtml
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Course results are released to students and are available via MyUNSW as a mark following a 
Business School Faculty sub-committee meeting to approve distribution of marks. 

4.4 Special Consideration, Late Submission and Penalties 

 
For information on Special Consideration please refer to the Business School’s Course 
Outlines Policies webpage. 
 
 

Quality Assurance 
The Business School is actively monitoring student learning and quality of the student 
experience in all its programs. A random selection of completed assessment tasks 
may be used for quality assurance, such as to determine the extent to which program 
learning goals are being achieved. The information is required for accreditation 
purposes, and aggregated findings will be used to inform changes aimed at improving 
the quality of Business School programs. All material used for such processes will be 
treated as confidential. 

 
 

5 COURSE RESOURCES 

There is no prescribed text for the course but should you wish to own or access some texts to 
use as resources, then the following texts would be useful: 

 

1. Aaker, David A., Strategic Market Management, 10th ed Wiley, 2011.  

2. McDonald, M., Frow, P. and Payne, A., Marketing Plans for Service Businesses, Wiley, 
2011 or McDonald, M. and Wilson, H. Marketing Plans, How to Prepare Them, How to 
Use Them. 8th Ed, Wiley, 2016. The first book emphasises a service orientation and is a 
little shorter than the latter book. 

 

Articles, readings and case studies  

These are listed in the detailed class session schedule. 
 
Journals 
 

Journals are a rich source of material on advanced marketing strategies. The following 
are especially recommended:  
 

• Business Horizons 

• California Management Review 

• Harvard Business Review 

• European Journal of Marketing 

• Journal of the Academy of Marketing Science 

• Journal of Marketing 

• Journal of Marketing Management 

• Sloan Management Review 

• Strategic Management Journal 

https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
https://www.business.unsw.edu.au/degrees-courses/course-outlines/policies
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The website for this course is on Moodle at: 
http://moodle.telt.unsw.edu.au 
 
 
Lecturer-in-charge: Professor Adrian Payne PhD MEd MSc FCIM FRSA FRMIT 
 

Adrian joined the University of New South Wales as a Professor of Marketing in 2006. 
Prior to this he was Academic Leader of the Marketing Group, Professor of Services 
and Relationship Marketing and Director of the Centre for Customer Relationship 
Management at the Cranfield School of Management, Cranfield University, UK. Earlier 
he worked at the Melbourne Business School, at the University of Melbourne. His 
previous appointments include positions as chief executive for a manufacturing 
company and he has also held senior appointments in corporate planning and 
marketing. He has practical experience in marketing, market research, corporate 
planning and general management. He is an authority on Marketing Strategy, 
Relationship Marketing and CRM. He is an author of a total of 15 books as well as 
numerous journal articles. 
 
 

6 COURSE EVALUATION AND DEVELOPMENT 

Each year feedback is sought from students and other stakeholders about the courses 
offered in the School and continual improvements are made based on this feedback. 
UNSW's myExperience survey is one of the ways in which student evaluative feedback 
is gathered. In this course, we will seek your feedback through end of semester 
myExperience responses and ongoing comments from students during the semester. As 
a result of this feedback appropriate changes will be made to the next version of this 
course .  

  

http://moodle.telt.unsw.edu.au/
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7 COURSE SCHEDULE 

Twelve classes: Lectures start in Week 1 and finish in Week 13 (No class in Week 7).  
 

LECTURE SCHEDULE 

Week Topic References 

Week 1 
Tues 24 July 

Strategic Marketing Management 
See: expanded week by week 
summary below 

Week 2 
Tues 1 August 

Strategic Market Planning  
See: expanded week by week 
summary below 

Week 3 
Tues 8 August 

Strategic Marketing Concepts: A Review 
See: expanded week by week 
summary below 

Week 4 
Tues 15 August 

Personal Marketing Strategy  
See: expanded week by week 
summary below 

Week 5 
Tues 22 August 

Strategic Problem-Solving: An Ignition Kit 
See: expanded week by week 
summary below 

Week 6 
Tues 29 August 

Marketing Strategy and Value 
Propositions  

See: expanded week by week 
summary below 

Week 7 
Tues 5 Sept 

NO CLASS  

Week 8 
Tues 12 Sept 

Marketing Strategy and Digital  
 

See: expanded week by week 
summary below 

Week 9 

Tues 19 Sep 
Marketing Strategy and Co-creation 

See: expanded week by week 
summary below 

Mid-semester break: 23 September – 2 October inclusive (2 Oct = Labour Day Public Holiday) 

Week 10 
Tues 3 October 

Marketing Strategy and  Branding 
See: expanded week by week 
summary below 

Week 11 

Tues 10 October 
Marketing Strategy and Retailing 

See: expanded week by week 
summary below 

Week 12 
Tues 17 October 

Marketing Strategy and Pricing 

Integrating Corporate, Business Unit and 
Marketing Strategies  
 

See: expanded week by week 
summary below 

Week 13 
Tues 24 October 

Strategic Marketing Success 
Presentations  

Course Summary 

See: expanded week by week 
summary below 

  
Version 1.0 - 22 June 2017.  
 
Please note that content of lecture schedule may vary depending on availability 
visiting speakers and progress with program. Any revised version will be posted 
on Moodle. Please ensure that you have the most up-to-date version from little 
on commencement of classes. 
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DETAILS OF CLASS SESSIONS 2017 

 
 

Week 1: Tues 24 July  

Advanced Marketing Strategy  

Introduction: 
 
As the introductory session to the course, it is designed to guide you through the 
course structure, content and assessments, as well as to introduce you to the topic of 
Advanced Marketing Strategy, how it is defined in contemporary terms and what 
connections it has both to business processes and in the creation of shareholder value.  
 

Reading and preparation - Before this class you should read the following: 

1. ‘Marketing strategy: How it fits with business strategy’, From The marketer’s toolkit: 
The 10 strategies you need to succeed, Harvard Business School Press, (HBS 
Product number: 2556BC-PDF-ENG).  

2. Arons, M., van den Driest, F. & Weed, K. (2014), “The ultimate marketing machine”, 
Harvard Business Review, July–August, pp. 3–11. 

3. Dawar, N. (2013). "When marketing is strategy." Harvard Business Review, 91, no. 
12, pp.  100-108. 

The lecture/discussion will be followed by formation of groups/teams and a team 

meeting to discuss the selection of a company for the group assignment and 

structuring of the project. (Maximum of 4 people per group.) 

Week 2: Tues 1 August 

Strategic Marketing Planning  

Introduction: 

This session examine the development of strategic marketing plans based on a 
rigorous, thoroughly-tested research-based ten step process.  This process enables a 
comprehensive approach to strategic marketing planning, covering the marketing audit, 
marketing tools and techniques, and the development of marketing objectives and 
strategies. 
 
Reading and preparation 
 
1. McDonald, M. (2016). “Strategic Marketing Planning: Theory and practice”, in 

Baker, M. & Hart, S. (Eds.) The Marketing Book, 7th ed., Routledge.  

2. David, M.E., David, F.R. and David, F.R., (2017). “The quantitative strategic 
planning matrix: a new marketing tool”, Journal of Strategic Marketing, 25 (4), pp. 
342-352.  

3. Eggers, F. and McCabe, D. B. (2015). “Is Planning Overrated? Effectual Marketing 
Practices Among Silicon Valley Tech Companies”, In Ideas in Marketing: Finding 
the New and Polishing the Old (pp. 260-263). Springer, Cham.  
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Week 3: Tues 8 August 

Strategic Marketing Concepts: A Review 

Introduction: 

In this session we will review a number of analytical frameworks and tools that can assist 
in identifying and evaluating marketing strategies.  These frameworks and tools, some 
of which will be familiar to you, are often used in isolation. The emphasis is on how to 
use these in combination to evaluate existing and develop new marketing strategies 
 

Reading and preparation 

1. Cranfield School of Management, Marketing management: A relationship marketing 
perspective, Chapter 3, ‘Marketing diagnostic tools’, pp. 31–46. [Skim as refresher]. 

2. Rigby, D. & Bilodeau, B. (2015). Management tools and trends 2015, Bain & Company. 

3. Case Study: Multi-Electronique et Cie.  

Read the case study prior to the class session and be prepared to answer the 
following questions in class: 

1. What marketing problems confront Michel Jane? 

2. Undertake a SWOT analysis (strengths, weaknesses, opportunities and threats) 
for the existing avionics engineering business. 

3. Undertake a SWOT analysis for the new commercial engineering connector 
business. 

4. What segmentation bases are relevant in the new commercial connector 
business? Which ones are best? 

5. Undertake a marketing-mix comparison contrasting the marketing-mix elements 
of product, price, promotion, place and service. What conclusions do you come 
to as a consequence of doing a marketing-mix comparison? 

6. What should Multi-Electronique’s marketing strategy be going forward? 

In the discussion we will consider broader lessons for organisations.  
 

Week 4: Tues 15 August 

Personal Marketing Strategy 

Introduction: 

This class session will explore the development of a personal marketing strategy for 
yourself – with an emphasis on identifying and developing your own strategic brand. 
This will be a hands-on session led by a visiting speaker. 

Visiting speaker: Professor Pennie Frow, University of Sydney 

 
 
 
 
 
Week 5: Tues 22 August  
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Strategic Problem-Solving: An Ignition Kit 

Introduction: 

In this hands-on class session we will focus on addressing strategic problem-solving in 
the context of marketing. We will look at some of the tools used by strategy consulting 
firms to address strategic problem-solving. In particular, we will focus on problem 
framing, using logic trees, and effectively communicating problem solutions verbally 
and in writing. We will use a series of exercises and a case study as part of the 
learning process. 

 
Reading and preparation 

One of the best references for this class is Minto, B. (2009). The Pyramid Principle: 
Logic in Writing and Thinking, 3rd edition, Financial Times Prentice Hall. However, this 
book is quite expensive, so we will make available information an earlier article: 
1. Minto, B. (2009).”Think Your Way to Clear Writing”, Journal of Management 

Consulting, May, pp. 33-40 (and a series of two follow-on articles). Required 
reading is only the first article, but you may read the other follow-on articles, if 
interested 

Case: Biggs and Hamilton of Sydney - this case study will be handed out in class on 
the day – no prior reading. 

 
Week 6: Tues 29 August 

Marketing Strategy and Value Propositions  

Introduction: 
This session will be concerned with how organisations can create improved strategic 
focus and creates superior value propositions to support their marketing strategy 
 
Reading and preparation 

1. Payne, A.F.T., Frow, P.E. & Eggert, A.  (2017). “The customer value proposition: 
evolution development and application in marketing”, Journal of the Academy of 
Marketing Science, Vol. 45, No. 4, pp. 467-489. 

2. Christensen, C.M., Hall, T., Dillon, K. & Duncan, D.S., (2016). “Know your 
customers’ ‘jobs to be done’”. Harvard Business Review, 9, September, pp. 54-62. 

3. Case study: Shouldice Hospital Limited (Abridged) HBS 9-805-002  

Read the case study prior to the class session and prepare the following questions: 

Questions to address: 

1. Why has Shouldice been so successful? 
2. What is Shouldice Hospital’s value proposition? 
3. What would you do going forward if you were the new CEO for the hospital 

reporting to the existing board of directors? 
4. What would you do going forward if you were a private equity fund or venture 

capitalist purchasing the hospital from its present owners?  
5. Following this class prepare a two-page summary (approx.), based on this session, 

on what you have learnt from ‘deconstructing’ the Shouldice value proposition and 
how you could apply use this to an organization you are familiar with. This counts 
towards your participation mark. (To be handed in at start of next class) 
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Week 7: Tues 5 Sept  
NO CLASS - Hold for Group Assignment work 
 

 
Week 8: Tues 12 Sept 
 

Marketing Strategy and Digital  

Introduction: 

A visiting speaker has been invited, but not yet confirmed. 
 
Possible visiting speaker  
 
 
Reading and preparation 

1. John, L. K., Mochon, D. Emric, O.  & Schwartz, J.  (2017). What’s the Value of a 
Like, Harvard Business Review, March-April, pp. 108 – 115. 

1. Gnanasambandam, C. Harrysson, M. Srivastava, S. & Wu, Y (2017). Product 
managers for the digital world, McKinsey Co.  

2. Olanrewaju, T, Smaje, K & Willmott, P 2014, ‘The seven traits of effective digital 
enterprises, McKinsey & Co, May. http://www.mckinsey.com/business-
functions/organization/our-insights/the-seven-traits-of-effective-digital-enterprises 

 

 
Week 9: Tues 19 Sep 

Marketing Strategy and Co-creation 

Introduction: 

The purpose of this class is to explore the role of co-creation in developing marketing 
strategy. We will examine the ‘process of co-creation’ as a planned activity, 
distinguishing it from the ‘co-creation of value’ which occurs routinely when all products 
are exchanged. 

Reading and preparation 

1. Frow, P., Nenonen, S., Payne, A. & Storbacka, K. (2015). “Managing co-creation 
design: A strategic approach to innovation”, British Journal of Management, Vol. 26, 
pp. 463–483. 

2. Payne, A., Storbacka, K. & Frow, P. (2008).  “Managing the Co-Creation of Value”, 
Journal of the Academy of Marketing Science, Vol. 36, No. 1, pp. 83-96.  

 

 

 

http://www.mckinsey.com/business-functions/organization/our-insights/the-seven-traits-of-effective-digital-enterprises
http://www.mckinsey.com/business-functions/organization/our-insights/the-seven-traits-of-effective-digital-enterprises
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Week 10: Tues 3 October  

Marketing Strategy and Branding 

Introduction: 

This session will examine marketing strategy and branding with specific focus on 
professional service firms. The session is designed to provide a strategic perspective 
on brand management and the growing importance of the corporate brand as an asset 
in global markets.  One of the world’s most successful re-branding exercises for a 
professional service firm will be examined. 
 
Reading and preparation 
1. Hodges, Silvia and Young, Laurence (2009), “Unconsciously Competent: 

Academia's Neglect of Marketing Success in the Professions”, Journal of 
Relationship Marketing, 8: 1, 36-49 

 
2. Case Study: Accenture: Rebranding and Repositioning a Global Power Brand 

This case is certainly the best rebranding strategy in the professional services sector 
ever undertaken.  It is also one of the best rebranding strategies undertaken in any 
industry ever! Address the following questions: 

1. How would you characterize Andersen Consulting’s brand equity in the late-
1990s?  What factors and decisions contributed to the building of this equity?  

2. Compare the characteristics of Accenture’s brand equity to those of Andersen 
Consulting.  Do you think the rebranding and repositioning of the company 
successfully transferred the equity from the old name to the new one?  

3. How should Accenture follow up on its image and awareness campaign?  What 
should be the next steps in the company’s marketing program?  

4. Each student should prepare a 5 minute presentation on one of these 
questions. We will plan to have several presentations drawn at random from the 
class, time permitting. 
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Week 11: Tues 10 October 

Strategy Marketing and Retailing  

Introduction: 

This session focuses on strategy marketing and retailing. In particular, we will focus on 
the importance of recruiting and retaining the right staff and the role that employees 
play in developing a customer-centric organisation in retailing.  The critical linkages 
between organisational climate and customer retention will be examined as well as the 
importance of developing the appropriate practices and procedures in the formation of 
a customer-centric organisation.  Southwest Airlines video case material may be used 
to illustrate best practice in terms of internal marketing and organisational culture and 
climate. 
 
Readings 
 
Prior to the session you are required to read the following: 
 
1. Ahrendts, A. (2013). “Burberry’s CEO on turning an aging British icon into global 

luxury brand”, Harvard Business Review, January–February, pp. 3-42. 

2. Gehring, F. (2015). Tommy Hilfiger’s Chairman on Going Private to Spark a 
Turnaround, Harvard Business Review July. 

3. Rigby, D. (2011). The Future of Shopping, Harvard Business Review, December  

4. Thomas, M. (2015). "Strategic principles at Southwest Airline”, Strategic Direction, 
Vol. 31, No. 8, pp. 10-12.  

5. Case study: Nordstrom Inc.   
Many of the large United States department-store chains whose territories 
Nordstrom have successfully invaded have attempted to steal its ‘secret’. None has 
succeeded. Your challenge is to uncover the essence of Nordstrom's formula. As a 
late starter, it had to surmount formidable barriers to entry. For example, competing 
head-to-head with established department store chains like Macy’s, Bloomingdale’s 
and Saks Fifth Avenue, each of which had a very strong consumer franchise. 
 

Questions: 

1. Explain how Nordstrom has overcome competitive barriers, and continues to 
thrive in an intensely competitive industry.  

2. Evaluate Nordstrom with reference to the McKinsey ‘Seven S’ framework. 

3. What do you think of Nordstrom’s strategy? 

4. Apart from the head-to-head competition with other department store chains like 
Macy’s and Saks Fifth Avenue, Nordstrom also faces the competition with 
specialty stores. How should Nordstrom differentiate itself from these specialty 
stores and attract their customers? 

5. Based on material from the internet, etc., what should be the key elements of 
their marketing strategy/plans (this question should be a major thrust for any 
requested class presentations). 

 



18 

MARK6110 ADVANCED MARKETING STRATEGY  

Week 12: Tues 17 October  
 
Introduction: 

in this last class session before the Group Assignment Presentations we will focus on 
two case studies, one dealing with marketing strategy and pricing on the other one 
focusing on integration of corporate, business unit and marketing strategies. 

Marketing Strategy and Pricing 

Case study: International Electrical Supplies.  

Read the case study prior to the class session and be prepared to answer the following 
questions in class: 

1. What are the strategic choices facing IES regarding pricing strategy? 

2. Evaluate Exhibit 1 very thoroughly. Does the analysis make sense? Is the 
allocation of costs appropriate? 

3. What pricing option(s) would you decide on? 

4. What factors did you consider in reaching your decision? 

Integrating Corporate, Business Unit & Marketing Strategies 

Case study: TBC - case to be handed out in class 

 
Week 13: Tues 24 October  

Strategic Marketing Success Presentations 

Introduction: 

Each group will make a presentation based on their group assignment on ‘Strategic 
Marketing Success’. At the end of this session you will have learnt further about 
strategic marketing success from presentations by the other groups. 20 minutes for 
each group presentation followed by class discussion. 
 
Your presentation should be directed at the Board of Directors. I will nominate one 
group (who will not be currently presenting) to act as the board members of the 
company and to comment on the presentation and ask questions. 
 

Course Summary, Review, Revision and Questions 

Summary and review of course, format of examination. 

Briefing for final take home exam case study 
 

 
 
 


